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ABSTRACT 
There are quite a number of ways to promote 
company image, such as public relations, community 
participation, and customer service, all of which are 
implemented by various departments within a company or 
through external agencies. The role of Personnel Depart-
ment seems to be insignificant in this respect. 
However, with a closer look, the recruitment 
function of Personnel Department may also enhance company 
image because it is the »contact point' with the public. 
In fact, recruitment advertising, even though a small 
part of the responsibilities of the Personnel staff, 
might also be essential to company image promotion. 
The author attempted to find out whether there 
was any relationship between recruitment advertising and 
company image through an exploratory experiment, using 
114 University students as subjects. Results indicated 
that there were actually some relationships between the 
style of the recruitment advertisement and the company 
image. Its implications for the personnel professionals 
and suggestions for future research on this aspect were 
discussed. 
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The function and importance of Personnel in an 
organization have been well appreciated. Many writings 
have already focused on this area and in fact, various 
theories and principles have also been derived. For 
instance, Werther and Davis (1989) pointed out that the 
activities of the Personnel Department could be viewed as 
a system of interrelated actions. Each activity affected 
other activities directly or indirectly. Personnel 
specialists viewed information and human resources as the 
primary inputs and they transformed these inputs through 
various activities to produce results that helped the 
organization meet its goals and further its productivity. 
Apart from the well-known functions of the Human 
Resources Department, however, not many people realize 
that it could also enhance company image. Companies may 
not need to rely solely on traditional means like public 
relations, community participation and customer service. 
All of these are usually implemented by departments other 
than human resources within a company or through external 
agencies. In fact. Personnel is also the 丨contact point• 
with the public. Some research work (e.g., Rynes, 
Heneman III & Schwab, 1980) showed that during the 
recruitment process, recruiter's preparation for the 
interview, response time, recruiter knowledge, etc. would 
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affect the attitude of the external interviewees towards 
the company. 
In many cases, before the interview is carried 
out, an external recruitment advertisement may have to be 
posted. This is the first step in the recruitment 
process which may contain information about the company 
image to the public. With regard to public 
communication, recruitment advertising differs from an 
interview. For the latter, the Personnel staff only 
communicate with those who are invited to attend an 
interview, but the exposure of a recruitment advertise-
ment is much greater. All prospective employees, exist-
ing employees, people who are looking for jobs (both 
actively and inactively), competitors, or even the gener-
al reader will have the chance to read it. It will thus 
be seen by a wide section readership (Ray, 1980), and its 
effect on the readers‘ perception of the company image is 
worth studying. 
Literature Review 
The objective and criteria for an effective job 
advertisement have been widely discussed. Jackson (1972) 
listed the following major items:-
a. to attract suitable candidates to the job; 
b. to motivate appropriate readers to reply; 
c. to eliminate those readers who are not 
appropriate; 
d. to reach appropriate candidates as 
economically as possible; 
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e. to enhance the overall reputation of the 
company by the image projected by the 
advertisement. 
Similarly, Ungerson (1983) suggested that the 
following four components should be considered at all 
times:-
a. Advertising must set out to communicate 
with an appropriate audience. 
b. The advertisement should produce an adequate 
number of replies. 
c. The advertisement must also minimize the 
number of wasted replies and the 
consequential unfruitful time spent on 
the administration of unsuitable 
applications. 
d. It is highly desirable that advertising 
should seek to build a continuing image of 
the company as an employer for long-term 
purposes. 
Plumb ley (1985) also believed in siitiilar princi-
ples and suggested that all job advertising had some 
side-effects on the advertiser's public image. These 
side-effects, of course, could be either positive or 
negative, depending on the message conveyed. 
All the above authors regarded image promotion as 
one of the functions of job advertisement. The implemen-
tation of job advertisement is thus a crucial issue. 
Armstrong and Hackett (1979) suggested some ways to 
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promote the company image through recruitment advertise-
ment. A good-looking advertisement in a standard company-
style setting with the appropriate use of 丨logos, or 
company symbols could enhance the reputation of the 
company. The wording of the advertisement, if legiti-
mately refers to the company‘s prestige, growth rate, 
diversification, prospects and profitability, could also 
help build up the corporate image. 
Recruitment advertisement must be carefully 
designed in order to attract potential candidates. The 
contents of an advertisement, according to Courtis 
(1976), should include the following:-
a. The job title, or an easily understood 
phrase descriptive of the job if the 
title was misleading; 
b. the rewards; 
c. the location; 
d. brief description of the job and staff 
relationships； 
e. brief description of the organization, 
its name and the name of its parent 
group (or group logo)； 
f. the ways in which any aspects of the job 
or environment differed significantly 
from a reasonable inan» s expectations; 
g. the minimum experience, knowledge, 
qualification, age etc. required of the 
candidates； 
h. reply instructions which had been 
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designed to encourage the right level 
and character of response. 
Pluinbley (1985) further suggested some means to 
design an attractive advertisement, such as the layout 
being designed to catch the eye of the casual reader who 
was merely glancing at the page, the subtle use of white 
space giving visual distinction to an advertisement, and 
the use of illustrations or graphics. It is noticed that 
most employers appear to be offering similar conditions 
and opportunity, and so creative advertising becomes more 
important. 
Although most of the scholars agree on the side-
effects of recruitment advertisement on company image, 
their analysis is still limited to the efficiency and 
successfulness of attracting suitable candidates for the 
company. 
Apart from the theories discussed above, some 
research work in relation to job advertisement has also 
been carried out. Laabs (1991) reported that the staff at 
Personnel Journal had asked a panel of four nurses some 
questions on 16 advertisements (reflecting hospitals 
throughout the U.S.) in four categories, i.e., advertise-
ments that focused on professional recognition, career 
development, using humour, and that emphasized a hospi-
tal 's location. Their conversation centred on questions 
shown below:-
a. How effective were recruitment 
advertisements？ 
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b. Did nurses really learn what they wanted 
to know about potential employers from 
these advertisements? 
c. Were hospitals using appealing visuals 
that inspired nurses to call or write for 
more information? 
d. Were nurses really consulting advertisements 
to find jobs in the first place? 
Even though the panel members could not make a 
unanimous conclusion on the format, copy content and 
headlines of an appealing advertisement, the report shed 
light on what registered nurses like and dislike about 
recruitment advertisements in the U.S. job market. Be-
sides, it showed the potential significance of the design 
of job advertisements. 
Some companies also paid much attention to the 
images of their companies projected in the recruitment 
advertisements and conducted regular review. For in-
stance, NEC Information Systems, as reported by McCarthy 
(1989), formed a focus group which comprised of systems 
analysts and marketing professionals to analyse their 
response to the company‘s job advertisements. After the 
implementation of the group‘s suggestions, much improve-
ment was made. Finally, the high quality of the adver-
tisement decreased the number of repeat advertisements, 
allowing the company to handle an increase in recruiting 
with no increase in the budget during the first year of 
implementation. More importantly, it helped improve the 
candidates• perception and attitude towards the company. 
7 
Western scholars have discussed much about the 
significance and criteria for effective job advertise-
ments as mentioned above. The effect on company image 
has also been touched upon through focus groups and 
discussions. It seems that there is somehow a relation-
ship between the job advertisement and company image even 
though it could hardly be proved as different people may 
have different opinions on an advertisement. 
In Hong Kong, little has been done on this topic. 
Tang and Cheung (1989) suggested that recruitment should 
be treated as a marketing process in order to help tackle 
the labour shortage issue. Companies had to appraise its 
position using a SWOT (strengths, weaknesses, opportuni-
ties and threats) analysis and to look at recruitment 
with a marketing perspective. A marketing mix (4P's) 
approach was designed as a practical framework for set-
ting recruitment strategies and approaches. One of the 
methods was to promote the jobs in the way that job 
seekers saw them in a positive light through developing 
the image of the company. The relationship between 
advertisement and company image, however, was not inves-
tigated. 
The lack of research on this topic in Hong Kong 
does not imply that recruitment advertisement is not 
widely used by the employers. There are numerous recruit-
ment advertisements being placed in the newspapers or 
magazines every day. For instance, there were 132 and 130 
pages of job advertisements in a leading local English 
newspaper on 13th and 2 0th March, 1993 respectively. In 
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other words, a company‘s advertisement has to meet direct 
competition for both prospective employees and corporate 
image-building with other advertisements of the same or 
similar nature. It is quite important to know whether the 
recruitment advertisement could affect the company image. 
If it does, the personnel practitioners should pay more 
attention to this relationship whenever they are design-
ing a job advertisement. 
In view of the potential impact of recruitment 
advertisement on company image and the widely adoption of 
this channel in Hong Kong, the author thus speculates 
that the design of a recruitment advertisement could 




Manipulation; The Advertisements 
Two local advertisements were designed for this 
experiment (Appendices 1 & 2)• The format and design 
were in fact very similar to that of the advertisements 
used in 1992 by a large local bank and a public utility 
company in Hong Kong. This arrangement was made on pur-
pose. If two different advertisements were designed 
without reference to the actual situation in the local 
job market, the implications to the personnel practition-
ers would not be very significant and the findings would 
have many limitations. Moreover, the author believed that 
the style of these two companies‘ advertisements was 
quite different. A large local bank and a public utility 
company were selected as they were comparable in years of 
service and number of employees, both of which were 
established more than 2 0 years ago and had more than 
2,000 employees in Hong Kong. 
With an aim to look into the significance of the 
design and format of an advertisement, the author had 
•standardized' the contents of the two advertisements in 
the way that the vacant position, work responsibilities, 
compensation package and application procedures were the 
same in the two advertisements. The differences were the 
format and design, including company mission/slogan, 
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layout, space, colour, and typeface. The original names 
of the two companies were omitted so as to avoid bias of 
the participants who might have heard about these compa-
nies. Instead, two unrelated names 'AA Group• and 'BB 
Group‘ were adopted• 
Subjects and Procedures 
One hundred and fourteen students who were full-
time Business Administration majors of the Chinese Uni-
versity of Hong Kong participated in the experiment. With 
regard to the first two questionnaires, the subjects were 
assigned the role of job seekers while for the third 
questionnaire, they were supposed to be personnel parti-
tioners who had to decide on the recruitment advertise-
ment to be adopted for their companies. 
After reading the first advertisement, the par-
ticipants were requested to answer a questionnaire (some 
important materials of the questionnaire were reported in 
Appendix 3) in which they had to assess the degree of 
intensity/importance (divided into six levels) for each 
area/topic for that company, such as conservative versus 
innovative, people-oriented versus task-oriented, bureau-
cratic versus dynamic on six point Likert-type scales. 
Then they were presented with the second advertisement 
and had to answer the same set of questions for that 
company. 
In order to check whether the response would have 
any significant differences if the advertisements were 
presented in different order, i.e. read AA first then BB 
or read BB first then AA, 58 subjects were given the 
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arrangement in the former order while 56 in the latter 
order. 
Finally, subjects had to answer the third set of 
questions (Appendix 4) which required them to make a 
direct comparison of the two advertisements on different 
aspects (already mentioned in the first two sets of 
questionnaires) and to state their impressions on the two 
companies. Since they had read two advertisements with 
similar information but different styles, their response 
could tell whether the difference in style really had 
subtle impact on the general reader. If subjects were 
only required to judge a stand-alone advertisement, they 
might not be able to assess a certain feature of that 
company, for example, innovative or not. A direct com-
parison was a very effective way to encourage the partic-
ipants to consciously evaluate two different advertise-
ments on various characteristics at the same time. 
Company Image 
It is believed that most of the companies aim. at 
promoting a positive image, instead of a negative one, to 
the public even though they might not place image promo-
tion in the first priority when they advertise the job in 
the newspaper. Ray (1971) pointed out that: 
"every advertiser claims to be modern, dynamic, 
expanding, progressive, forward thinking, 
enlightened, friendly and generous. These are 
only words and do not carry conviction. It is 
perfectly possible to give the impression of 
being modern and dynamic without actually using 
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these words. This is the art of the profes-
sional writer•“ 
As a matter of fact, there is no generally agreed 
definition of positive company image. Nevertheless, in 
this paper, the author had included some attributes which 
were believed to be contributing factors to a good and 
aggressive company image. They were listed as follows 
a. Innovative management and working 
environment 
b. People-oriented working style 
G. Dynamic business environment 
d. Challenges to the employees 
e. Promotion based on performance 
f. Competition among staff 
g. Leading position in the market 
h. Competitive remunerations for the staff • 
i. strengthening of the confidence of the 
reader in the company 
It is believed that the advertisement of the AA 
Group (in Appendix 1) could project a more aggressive 
image of the company, i.e., more innovative, more people-
oriented, more dynamic, more challenging, emphasizing 
more performance-based promotion, enhancing more competi-
tion among staff, taking a more leading position in the 
market, offering more competitive remuneration, and 
strengthening more confidence of the reader in the compa-
ny. All these attributes were included in the third 
questionnaire and the participants were requested to 
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judge which advertisement could suggest the above 
characteristics for that company. 
The speculation of this study was investigated by ‘ 
t-tests to detect any significant difference in the 
result due to the types of advertisements presented to 





The major results of the first two questionnaires 
were shown in tables 1 and 2. 
Table 1 showed the mean scores and standard 
deviations made by 58 participants on the AA advertise-
ment and that by 56 participants on the BB advertisement. 
Table 2 showed the mean scores and standard deviations 
made by the subjects on the second advertisement. T-test 
results have also been indicated in both tables. 
From the results of table 1, we could see that 
the differences for five items on the two advertisements 
were statistically significant. With regard to table 2, 
eight items out of 12 were found to be statistically 
significant. All the differences are in the expected 
direction (i.e., AA Group was perceived as more innova-
tive, people-oriented, etc.) except item 12. Instead of 
showing more confidence, subjects showed greater doubt in 
the accuracy of the information contained in the adver-
tisement of AA Group. 
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TABLE 1 
Group I Group 11 
(AA ad.) (BB ad.) 
Mean Standard Mean Standard t-
Deviation Deviation value 
1. Innovative 4.36 1.02 3.98 0.96 2.04* 
2 Task— 
• oriented 2.88 1.16 3.61 1.09 -3.46* 
3. Dynamic 4.09 0.95 3.42 1.08 3.48* 
4. Challenges 3.93 1.27 3.38 1.12 2.48* 
5. Performance 
based 
promotion 4.05 1.36 3.77 1.19 1.19 
6. Competition 
among staff 3.17 1.23 3.13 1.13 0.21 
7. Mkt leader 3.57 1.20 3.95 1.11 -1.73 
8. Competitive 
remunerat-
ion 3.88 0.88 3.98 0.81 -0.64 
9. Confidence 
in company 3.44 0.98 3.80 0.90 -2.06* 
10.Apply for 
the post 3.12 1.42 3.46 1.25 -1.37 
11.Recommend 
the post 
to others 3.40 1.28 3.79 1.02 -1.79 
12.Ad. info, 
found to 
be reliable 3.26 0.97 3.45 0.89 -1.08 
* p < .05, 2-tailed test 
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TABLE 2 
Group I Group 11 
(BB ad.) (AA ad.) 
Mean Standard Mean Standard t-
Deviation Deviation value 
1. Innovative 3.31 1.20 4.61 0.82 -6.69* 
2 • Task*"* 
• oriented 3.86 1.28 3.23 1.39 2.52* 
3. Dynamic 3.00 1.10 4.32 1.11 -6.34* 
4. Challenges 2.71 1.04 4.18 1.05 -7.52* 
5. Performance 
based 
promotion 3.40 1.14 4.39 0.93 -5.11* 
6. Competition 
among staff 3.31 1.20 3.45 1.24 -0.60 
7. Mkt leader 3.84 1.04 4.27 1.00 -2.21* 
8. Competitive 
remunerat-
ion 3.98 0.91 4.39 0.83 -2.46* 
9. Confidence 
in company 4.38 0.86 4.25 0.94 0.77 
10.Apply for 
the post 4.17 1.16 4.16 1.09 0.06 
11.Recommend 
the post 
to others 4.10 1.25 4.21 0.95 -0.53 
12.Ad. info, 
found to 
be reliable 4.34 0.91 3.88 0.90 2.78* 
* p < .05, 2-tailed test 
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Table 3 below listed the total number and per-
centage of subjects who had selected either one of the 
advertisements on each topic after reading and evaluating 
both advertisements. 
TABLE 3 
AA ad. BB ad. 
No. of Percent No. of Percent 
subjects subjects 
1. More 
Innovative 90 80% 22 20% 
2. More 
Task— 
oriented 39 34% 75 66% 
3. More 
Dynamic 93 82% 20 18% 
4. More 
Challenging 91 81% 21 19% 
5. More 
Performance 
based 78 70% 34 30% 
6. More 
Competition 
among staff 71 62% 43 38% 
7. More as 
Mkt leader 61 54% 52 46% 
8. More 
Competitive 
remuneration 58 52% 54 48% 
9• More 
Confidence 
in company 47 41% 67 59% 
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Results of table 3 are similar to tables 1 and 2. 
A greater percentage of subjects perceived the two adver-
tisements in the same directions as speculated except the 




From the results of the experiment, we could 
derive some important information which will be benefi-
cial to the personnel practitioners. 
A) Advertisement presentation style could induce differ-
ent perceptions about the company image 
The author had designed two advertisements (AA & 
BB) which were believed to be very different in style. 
The potential impact on company image was supported by 
results in table 3. 
Eighty percent of the participants agreed that 
AA advertisement could project a more innovative image of 
the company while only 2 0 percent held a different opin-
ion. This percentage for AA advertisement (i.e. 80 
percent) was the third highest among all the nine items 
assigned for both advertisements. It suggested that the 
innovative image of a company may be effectively manipu-
lated by an advertisement. 
Thirty-four percent of the subjects believed that 
AA Group was more task-oriented while 66 percent opted 
for BB Group. As the opposite for task-oriented was 
people-oriented (which was identified in the first two 
questionnaires), it showed that the majority of the 
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participants tended to expect a people-oriented manage-
ment style in AA Group. The response was in support of 
the assumption of this study stated at the beginning. 
The highest percentage was found in item 3 which 
focused on the dynamic image of the company. Eighty-two 
percent of the respondents had chosen AA Group. Once 
again, the speculation that the positive image of a 
company was strongly affected by the design of an adver-
tisement received support. 
Besides, the AA advertisement also gave the 
reader the impression that the company could provide more 
challenges for its employees as 81 percent (the second 
highest percentage) of the subjects held this view. 
Another positive/aggressive image projected by 
the AA advertisement was the performance-based promotion 
structure of the company. Seventy percent of the 
respondents showed support for it. 
Two other items, namely competitive remuneration 
and market leader position, were also favourable to AA 
Group. It meant that AA Group had an advantage over BB 
group in these two aspects as well. 
Apart from the findings in terms of higher per-
centage, the above seven items were found to be statisti-
cally significant because t-tests were used to detect the 
difference in the first two questionnaires (which centred 
on the same topics but for individual company), the 
results of which had been shown in tables 1 and 2• 
With respect to item 6 which asked either adver-
tisement would imply that there was more competition 
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among the staff in the company, although the percentage 
for AA Group was 62 percent, the difference was not 
statistically significant after the application of t-test 
on the response from the first two questionnaires. One 
possible explanation is that it was quite difficult for 
the participants to judge the relationship of the staff 
within a company just from a recruitment advertisement. 
In fact, all the seven questions/items discussed above 
were concerned about the company itself while only this 
question dealt with the relationship •within丨 the com-
pany. 
An interesting finding of this questionnaire came 
from question 9 which asked either advertisement could 
better strengthen the confidence of the reader in the 
company. Fifty-nine percent of the subjects selected BB 
Group (only 41 percent opted for AA Group)• This result 
was supported by t-tests on the relevant item in tables 1 
and 2. It indicated that even though AA Group was per-
ceived as more innovative, more dynamic, providing more 
challenges, and offering better remunerations for its 
staff, the reader still had more confidence in the other 
company, i.e., BB Group. The implications of this find-
ing will be further discussed in a later section. 
B) With more exposure to different types of advertise-
ments , the perceptions about the company image will 
become stronger 
After reading the first advertisement (either AA 
or BB), there were five items which showed significant 
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difference statistically, namely, ‘innovative', 'task-
oriented' , 丨dynamic,, ichallenges, and 丨confidence in 
company•. Later, when they were presented with the 
second advertisement and asked to grade the company on 
different aspects, there were eight items which indicated 
substantial difference, including •innovative', 'task-
oriented ‘, •dynamic•, •challenges丨， 丨 performance-based 
promotion•, •market leader•, •competitive remuneration‘ 
and ‘advertisement information found to be reliable'. 
Most of the items which had been highlighted in the first 
time came up again. It implied that the company image 
perceived by the subjects was not so strong when they 
were required to judge a stand-alone advertisement. 
However, after they had the chance to read the second 
advertisement, it was easier for them to make a compari-
son and then a decision. This may contribute to the 
outcome that more items were identified with significant 
difference at a later stage of the experiment. 
In addition, the extent of difference between the 
mean scores of the two advertisements could also support 
the above conclusion. The difference of the means for 
• innovative• was 0.38 in the first session while that for 
the second time was 1.30. Similar situation was observed 
for »dynamic• (1st: 0.67, 2nd: 1.32), 'challenges' (1st: 
0.55, 2nd: 1.47) and 丨advertisement information found to 
be reliable' (1st: 0.19, 2nd: 1.26). 
The implication of this finding to the Personnel 
practitioners is that when they are deciding to place a 
recruitment advertisement, they should take into consid-
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eration of the style of other advertisements in that 
particular printed medium. It is believed that in gener-
al, the styles of the advertisements in the journals, 
newspapers, magazines and newsletters are very different, 
not to mention the difference among the various printed 
media themselves (e.g., economic magazine versus enter-
tainment magazine)• The difference will be more out-
standing if a conservative advertisement is placed with 
many other innovative ones, leading to a negative impact 
on the image of that company. 
C) Advertisement style could make perceptual differences, 
but we cannot conclude that it can change the reader‘s 
probability of applying for the job 
This conclusion is drawn from the results of the 
two questions which asked whether the reader would apply 
for the post and whether they would recommend their 
relatives or friends to apply for the post. 
In both the first and second questionnaires, 
there was no significant difference between the answers 
for the AA and BB advertisements. In other words, even 
though most of the reader believed that AA Group was more 
innovative, dynamic, challenging etc.,七hey might not be 
more willing to apply for this post. 
The reactions of the subjects, though seem quite 
unexpected initially, could actually be explained if we 
consider all the other factors which affect the decision 
of the job applicants. 
The personality of a person is one of the criti-
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cal factors which influence his decision to apply for a 
job. In case of a conservative candidate, he might not 
be willing to apply for a company which is perceived to 
be innovative and dynamic. 
Another possible explanation is that the subjects 
did not rely much on the information provided by the 
advertisement. They might even thought that some of the 
information had been exaggerated. Therefore, their 
decision on application would not be solely influenced by 
the recruitment advertisement. 
It should be noted that the objective of the 
present study is to find out the relationship between the 
style of job advertisement and the company image. The 
speculation, in fact, has already been supported by the 
findings no matter the advertisements could induce the 
reader to take action or not. The emphasis should be 
laid on company image promotion. 
D) Aggressive recruitment advertisements may lessen the 
reader‘s confidence in the accuracy of the information 
contained 
Two questions were relevant to this conclusion. 
The last question asked to what extent the reader was 
confident that the information stated in the advertise-
ment truly reflected the actual situation in the company. 
After they had read the second advertisement, the mean 
score for AA Group was 3.88 while that for BB Group was 
higher, 4.34, with a t-value equal to 2.78. 
This result implied that the innovative image 
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projected by the AA advertisement, to a certain extent, 
gave the reader the impression of exaggeration/unreal-
ness. Therefore, they did not quite believe that the 
information provided could actually reflect the working 
environment in the company. Instead, they were more 
confident in the information of the BB advertisement. 
The question on whether the reader had confidence 
in the company also provided support to the above find-
ing. The mean score for BB Group was higher than that of 
AA Group in both the first and second questionnaires. 
From the response of the subjects on these two 
questions, we may have learnt that while a recruitment 
advertisement could enhance the aggressive image of a 
company, it could also affect the belief of the reader in 
the reliability of the information or even the confidence 
in that company. This effect may depend on the degree of 
receptiveness of the targeted reader. Nevertheless, if 
the advertisement is 'too' aggressive, the impact may be 
just the opposite of what the company has initially 
expected to be. 
This finding was in line with the argument of 
Armstrong (1979) that companies should be careful not to 
over-sell the job. Those advertisers who relied on a 
straight, factual description of the company and the job 
produced more convincing effects than those who larded 
their prose with words such as 'challenging', •demanding• 
or •exciting I. Jobs could be over-sold like any other 
product. In this experiment, we could see that the image 
of a company could also be over-sold. Therefore, this 
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trade-off must be carefully evaluated by the company; 
otherwise, the company will not only lose prospective 




This exploratory experiment is subject to some 
limitations. Students were chosen as the subjects for 
this experiment. It should be noted that they did not 
have any practical working experience and perhaps this 
was the first occasion that they paid much attention to 
any specific recruitment advertisement. If participants 
with substantial working experience have been selected 
for this survey, the result may be different because they 
will be in a better position to analyse the contents of 
an advertisement. 
The sample size for this experiment was 114. If 
it could be increased and people with different back-
ground, both academically and demographically, are invit-
ed to a similar experiment, the result will be more 
reliable. 
Besides, the original company names were deleted 
from the experimental advertisements. It is believed 
that in case the subjects are allowed to know the company 
names, they may have different opinions as they will 
somehow have already got certain background information 
on that company, particularly for the well-known or long-
established ones. Nevertheless, the decision on the 
selection of students has the advantage that they should 
have less bias towards the job advertisements, taking 
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into consideration that they seldom come across recruit-
ment advertising before. 
With an aim to better control the whole process, 
only two advertisements were designed for this experiment 
and the subjects were requested to make a comparison 
between them. However, in the actual job market, it is 
very common that numerous advertisements are clustered 
together on one page, the difference between two adver-
tisements could be either highlighted (e.g. a creative 
advertisement is placed with many other ordinary ones) or 
unnoticed (e.g. advertisements with different degrees of 
creativity are put together)• 
Another possibility is that job seekers may not 
read all the details of any particular advertisement 
unless they are interested in that company, or the posi-
tion advertised. The design and layout of an advertise-
ment thus may not be the most significant factor which 
attracts the reader. In other words, even though the 
advertisement is very creative, it may not be ^  able to 
improve the company image as the reader are going through 
the recruitment advertisements selectively. 
With regard to the design and layout of the two 
advertisements, there are also some drawbacks. Due to 
the fact that the quality of the printing for the sample 
advertisements was not exactly the same as that of the 
ones in the newspapers, some fine features could not be 
re-produced as indicated from some of the participants, 
feedback after the experiment. 
In addition to the design and layout of the 
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advertisements, other factors are also believed to make 
great impact on the image of a company, such as the size 
of the advertisement (a larger one is believed to be more 
impressive), its position on the page (upper part is more 
noticeable than the lower part of a page) and the page 
it is advertised (the front page should be more effec-
tive) • These potential influences have not been included 




This exploratory experiment showed that the style 
of a recruitment advertisement could affect the percep-
tions of the reader about that company. The image of the 
company might be improved or worsened, depending on the 
extent of creativity of the advertisement as well as the 
receptivity of the reader. However, the direct relation-
ship between the perception about a company and the 
action to be taken by the reader could not be proved in 
this study. 
Instead of being treated as an individual activi-
ty, recruitment advertising strategy should be consistent 
with the company‘s product/service advertisements or 
other corporate communications as it is believed that 
people are more likely to read an advertisement which 
they are reasonably familiar with. Therefore, by incor-
porating similar elements into every advertisement, such 
as a high-profile trademark and slogan, the reader are 
more likely to read it because there is something in 
which they already recognize. The impact of this element 
of 丨consistency丨 could be a topic for future research. 
As suggested by Paddison (1990), changing a 
corporate image is a slow process; changing employment 
practices takes even longer. Companies could not, or even 
should not, be expected to enhance their corporate images 
31 
within a short period of time through recruitment adver-
tising. The whole process should go through various 
stages, but it will definitely be a long-term asset to 
the company• 
Owing to the frequent use of recruitment adver-
tising in the job market in Hong Kong and its subtle 
impact on company image, future research with improve-
ments on the mentioned limitations is recommended. 
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APPENDIX 1 
A A Group has a large and sophisticated Training Department which . 
provides training courses covering a wide range of subjects and WltUlIl 3 
employs some of the most advanced training techniques . As an ^ 
international company operating in worldwide markets，English language SOpUlStlCB teU 
training forms a significant and important part of this function . , . 
business 
Now we have an opening in our language training programme for an . _ 
experienced Business English Trainer . As a ful l - t ime officer within t r a i n i n g 
our Language Training team , you will plan，develop and deliver . 
• job-related English courses and other in-house programmes , CIl VIFOil 122 CIl t 
Being a University graduate ’ you will, of course，have a command 
of English to native speaker standard . A worTcing knowledge of 
Cantonese is also required for you to operate effectively within 
the Department > Substantial experience in teaching English to 
adults in a business environment is vital. Positive and outgoing， 
you should be able to work both independently and as a team 
member ’ 
This is an ’ executive，appoinimeni with a compeiitive remunerations 
package . 
To apply please nrite enclosing full curriculum vhae to : Stephen 
Chan, Assistant Manager, Executive Recruitment, Personnel Department, 
A A Group, 18/F., 668 Nathan Road, KowJoon. 
A A Group 
A A GROUP AND YOU. THE GROUP OF SUCCESS • 
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APPENDIX 2 
B B Group 
Training Officer (Language) 
(Re f . : P D - T O L ) 
Applications are invited for the above vacancy in our Training Depar tment . 
Reporting to the Senior Training Officer, the appointee will be responsible 
for the following duties : -
一 to plan, develop and deliver job- re la ted English courses and other 
i n - hou se programmes; and 
一 to evaluate training courses & programmes to ensure that they are 
cost effective and meeting the Company's objectives. 
Applicants should have a recognized University degree; proficiency in 
both spoken & written English and Chinese; substantial experience in 
teaching English to adults in a business environment; and the ability 
to work both independently and as a team member. 
Starting salary will be commensurate with experience and qualifications. Fringe 
benefits include Annual Bonus, Annual Leave, Medical Scheme, Provident 
& Retirement Fund Scheme and Children's Education Allowance. We also offer 
good career prospects for our staff members. 
Please send your application with a detailed resume, present salary, contact 
telephone no. and a recent photo to Assistant Manager, Executive 
Recruitment, Personnel Department, BB Group, 18/F，668 Nathan Road, 
Kowloon no later than 18th March, 199- . Please quote the appropriate 




INSTRUCTION: Assume that you are a Chinese Universi"^y 
graduate with a few years experience as Personnel Offi-
cer. since the promotion prospects of your present 
company are not good, you are now looking for a new job. 
When you read the Classified Post of the South China 
Morning Post, you come across a recruitment advertise-
ment (attached)• After reading the advertisement, please 
answer the questions based on your own judgement or 
intuition. (There is no right or wrong answer for all the 
questions.) 
Please circle the appropriate answer for Question 1 to 
12:-
1) Is this a conservative or innovative company? 
conservative Innovative 
1 2 3 4 5 6 
2) Whether the management style of this company is 
people-oriented or task-oriented? 
People-oriented Task-oriented 
1 2 3 4 5 6 
3) Is this a bureaucratic or dynamic company? 
Bureaucratic Dynamic 
1 2 3 4 5 6 
4) Whether this company provides employees more 
with job security or challenges? 
Job security Challenges 
1 2 3 4 5 6 
5) Whether seniority or performance is the major 
criterion for promotion in this company? 
Seniority Performance 
1 2 3 — —一 — — 4 5 6 
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6) Whether there is mainly cooperation or competi-
tion among the staff in this company? 
cooperation Competition 
1 2 3 4 5 6 
7) What is the position of this company in the 
industry? 
Market follower Market leader 
1 2 3 4 5 6 
8) Is the remuneration in this company competitive 
in the market? 
Non-competitive Very competitive 
1 2 3 4 5 6 
9) Do you have confidence in this company? 
very little Very much 
1 2 3 ——4 5 6 
10) Will you apply for this post (provided that you 
meet all the requirements)？ 
Very unlikely Very likely 
1 2 3 4 5 6 
11) Will you recommend your relatives or friends to 
apply for the post (provided that they meet 
all the requirements and are looking for a new 
job)? 
Very unlikely Very likely 
1 2 3 4 5 6 
12) To what extent are you confident that the infor-
mation stated in the advertisement truly 
reflect the actual situation in the company? 
Little confidence Great confidence 




Please circle either AA or BB for the following ques-
tions: -
1) Which one will project a more 
innovative image of the company? AA BB 
2) Which one will suggest a more 
task-oriented image of the 
management style in the company? AA BB 
3) Which one will give a more dynamic 
image of the company? AA BB 
4) Which one will give the reader the 
impression that the company could 
provide more challenges for its 
employees? ^ BB 
5) Which one will suggest that promotion 
in the company more depends on 
performance? ^ BB 
6) Which one will imply that there is 
more competition among the staff 
in the company? AA BB 
7) Which one will more suggest that the 
company is the leader in the market? AA BB 
8) Which one will show that the company 
offers more competitive remunerations 
for its staff? AA BB 
9) Which one could more strengthen the 
confidence of the reader in the 
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